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Manufacturer of Home Storage Organizers,
Laundry Care and Kitchen Gadget Products

CEOCFO: Mr. Greenspon, would you tell us the concept at Honey-Can-Do 
International? 
Mr. Greenspon: Honey-Can-Do is a leading provider of homes storage organization, 
laundry care, as well as kitchen gadget products. We provide these products through 
retailers and distributors to the United States market as well as fifty additional countries. 

CEOCFO: Are you a distributor or creating some of the products?
Mr. Greenspon: Yes we are. We consider ourselves as a manufacturer and provider. 
We are responsible for the design, the manufacturing, the warrantees, the packaging 
and everything that goes alongside with the product. 

CEOCFO: Do people look for the Honey-Can-Do name?
Mr. Greenspon: All of our products carry a lifetime guarantee. We consider Honey-Can-
Do to be the top of the category in terms of quality, full functional products with trendy 
design and but surely the quality, service and support that goes along with it are 
exclusive to Honey-Can-Do.

CEOCFO: Do most people know about Honey-Can-Do?
Mr. Greenspon: It is a growing brand. The company has been around since 2008. I 
would not consider it well known at this point. We are in durable products so our name 
would not be as well known as consumable products where people are buying it pretty 
consistently. In our product categories like home shelving units, laundry hampers and 
coat hangers, the consumers may not be familiar with the brand name of the product 
that they are buying. We do however have a number of what I would consider fans of 
our products and people who look for our brand.

CEOCFO: Are people starting to look for more quality in the types of products you carry?
Mr. Greenspon: Everywhere you go people are looking for better value. We have a number of products specifically for 
the back-to-college market where the products are going to be used heavily for a year or a couple of years and then they 
might not be used beyond that. In that regard we provide good solid products that will stand up but not at price points that 
people might be willing to pay if they plan to keep the product for a number of years beyond that. Everywhere you go no 
matter what the product is or no matter the what the function is, people want to get a good value for their money whether it 
s a five-dollar item or a hundred-dollar item. We make products for different price points. We use different materials, 
different capacities, and different weight standards for just about every price point. No matter what it is though, we want 
the product to be the best value for the money and we want people to be happy with the product.

CEOCFO: What prompted you to make the decision to start the company?
Mr. Greenspon: I had spent a good portion of my career in consumer products prior to starting Hone-Can-Do. I knew 
after I sold a portion of my former company that I wanted to stay in consumer products. I had a non-compete in that 
category so I walked the isles of different retailers and looked for opportunities. When I came to this category, I loved that 
there was many different materials involved. In the manufacturing side, there are a lot of different manufacturing 
processes involved. There was an opportunity to be creative with the functional product. These are generally needs so the 
category is somewhat recession-proof. If the academy is not doing well, people are not going to do without coat hangers 
or laundry hampers. They are inexpensive enough where people will still continue to buy them. I thought at the time in the 
category the retails were on the high end for what consumers were getting. I thought there was an opportunity to provide 
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better values. The designs were not that great at the time so I saw that as an opportunity. The packaging t the time was 
not strong so I saw that as an opportunity to have better packaging on the market.

CEOCFO: How do you decide what to add and what to take out of the product line?
Mr. Greenspon: We add hundreds of new products. In 2015 for example, by the end of the year we will have added over 
six hundred products to our line. We want to grow with the goal of being a full home solution with storage organization and 
kitchen gadgets for consumers and retail partners as well by helping them with consolidation. Whenever we are adding 
new products, we are designing for functionality, quality and style. We have an in-house product design department and 
we are just kind of looking in that direction. We are consistently adding complimentary categories to our product line as 
well and things that customers might be requesting from us or where we are just looking on the market for some synergy 
on the manufacturing side or the retail side. 

CEOCFO: How do your sales breakdown between the different segments and how do you see it changing?
Mr. Greenspon: Our international side of the business is growing at a rapid pace. This year we invested in a VP of 
International Business Development specifically focused on growing the international market. We also have set up a third-
party warehouse in Canada this year at a third-party warehouse in the Netherlands to serve the European market. The 
market itself is growing at a much faster pace than the brick and mortar retail side. Today it is a small portion of the 
market, probably in our category I would estimate it is in the low teens as a percentage of the market but we foresee that 
continuing to grow for the foreseeable future. 

CEOCFO: How do people find Honey-Can-Do?
Mr. Greenspon: We are at a number of local retailers. We do a lot of private label for large retailers. The only way that 
they would know would be to open up the box and look at the assembly instructions in a number of cases. Generally, the 
easiest way to find the full line is on the internet. Just do a search and they will find dozens of retailers carrying the 
products.

CEOCFO: In the international arena, do people want the same types of things in most places where you will be 
going?
Mr. Greenspon: In some cases there are subtle differences in the market. I would say for the overwhelming majority of 
the products, it is pretty universal. In certain countries, space is at a higher premium so they might not buy a large laundry 
sorter for example. In some countries, they do a lot more air-drying than they do gas or electric drying so those are more 
in demand and the designs are a bit different. In some countries, people are different shapes and sizes so coat hangers 
might be a bit different width in some countries than in others. There are subtle differences between different areas of the 
world. In general, people want good quality products and all these products are functional.

CEOCFO: Why is this the time for international?
Mr. Greenspon: We saw it as the natural progression. We participate in many tradeshows. We found consistently that the 
tradeshows we saw a lot of international customers, international retailers and a demand for our product internationally. 
People know it is going to be good quality and well made and priced at a strong value. We like to think that our brand has 
universal appeal and that the people understand it. We have decided to put some additional resource towards it.

CEOCFO: How are you able to use technology to keep track of a giant operation successfully?
Mr. Greenspon: We have a strong enterprise software system that handles our warehouse management, our accounting, 
sales and just about every function within the company. Many of our customers are among the largest retailers in the 
world and very advanced with technology. We use EDI to communicate with them with orders and confirmation and 
invoicing. We do a lot of international communication so Skype is something that we use quite a bit for conferences. That 
technology is an important part of our daily business.

CEOCFO: How do you stay ahead of security threats, particularly in the credit card arena?
Mr. Greenspon: We carry credit insurance on just about every customer have. We are backed up and we do credit 
references. Often we will take a large deposit before we ship or in some cases, we will get the full payment for the 
transaction before we ship. 

“Honey-Can-Do is a fast-growing consumer products company providing good quality products at a great value by people 
who care. It has a full lifetime warrantee on every item that we provide.” - Steve Greenspon
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CEOCFO: How do you keep from being stuck with inventory?
Mr. Greenspon: These products are universally accepted products. These are functional products and not necessarily gift 
like or decorative. They are also in fairly acceptable colors and tones and styles. If we are overstocked on any products, 
we feel that we have channels to move them quickly at a discounted price through a lot of the off-price retailers or there is 
a whole industry of distributors we to off-price discounters that relationships with. 

CEOCFO: Honey-Can-Do was featured on 5000 list. What are you on the lookout for, so that you can continue?
Mr. Greenspon: It is a multi-prong approach. The culture of the company is to grow and continue growing. As long as 
everybody accepts that and has the mentality of wanting to grow, we would want to be bigger, stronger and faster next 
year than we are today. We will continue in that regard. We are adding new products, which by and of itself should be to 
growth. We are actively pursuing growth with existing customers, presenting new products to them and investing heavily 
in product development and design. The international aspect is a fairly blank canvas as of the beginning of this year, so 
everything that we are doing there to a large degree is growth. We are also pursuing acquisitions. We acquired a 
company called INAUDIBLE earlier this year, which is the leading provider of dry food dispensers in the US market and 
we are always on the lookout for strong acquisition targets.

CEOCFO: Is there a consolidation in general?
Mr. Greenspon: Yes and no. I think there are a number of companies that are actively seeking acquisitions at any time 
but at the same time, there are many companies that are forming every year. We are active in Housewares Association. 
We go to the exhibit at the Housewares Show every year and it seems that every year there are brand-new companies 
exhibiting there for the first time. 

CEOCFO: Why is Honey-Can-Do International a noteworthy company?
Mr. Greenspon: Honey-Can-Do is a fast-growing consumer products company providing good quality products at a great 
value by people who care. It has a full lifetime warrantee on every item that we provide. As consumers ourselves, we want 
to provide a positive, lively experience with each of our products the same way we expect from any product that we would 
buy for our own personal use.

Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine
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Honey-Can-Do International LLC

For more information visit:
www.honeycando.com


